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COMPUTERIZED SYSTEM AND ftpCTHOD FOR INCREASING THE EFFECTIVENESS 

UF ADVERTISING 

This application claims the benefit of U.S. Provisional Patent Application Serial No. 
60/221,776 filed July 31, 2000, the entire disclosure of which is incorporated herein by reference. 

This application includes material which is subject to copyright protection. The copyright 
owner has no objection to the facsimile reproduction by anyone of the patent disclosure, as it 
appears in the Patent and Trademark Office files or records, but otherwise reserves all copyright 
rights whatsoever. 

This application includes a microfiche appendix having 4053 frames and 42 fiche. The 
microfiche includes source code which is hereby incorporated into and made part of this 
specification. 

FIELD OF THE INVENTION 

The present invention relates in general to the field of software and hardware systems for 
advertising, and in particular to a novel system and method for improving the effectiveness of 
advertising and other broadcasts. 

BACKGROUND OF THE INVENTION 

Advertisers spend more than $50 billion annually to reach consumers via television and 
yet cannot measure the effectiveness of their ads in the context of the programs in which they are 
aired. Currently, many advertisers pre-test advertisements before they are placed on the air 
through the use of "focus groups" and other research techniques and post-test advertisements after 
the ads have run, primarily through the use of telephone surveys. On occasion, advertisers will 
test the effectiveness of their ads on a continual basis via telephone surveys to gauge ongoing 
awareness of their advertising campaign. This method is not widely used because it is cost 
prohibitive to conduct research on a continuous basis for all the ads running on all shows. 

Yet the need for accurate, continuous data on the performance of ads has never been more 
important to television advertisers because of a substantial decline in attentiveness to television 
advertising and the substantial increase in the cost of television advertising. Twenty-five years 
ago, three broadcast networks dominated the television industry. Today, consumers have an array 
of choices - additional networks, niche cable stations, movie channels, satellite systems, and new 
forms of home entertainment such as electronic games and the Internet. Further complicating the 
problem for advertisers, audiences use multiple entertainment and information media at the same 
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time (TV, internet, magazines, electronic games) - viewers are doing something else while they 
are "watching" TV. 

Though advertisers spend $50 billion annually to reach consumers via television, 50% of 
the television audience changes the channel, leaves the room, or focuses on something other than 
the television set during the commercial break — they never see the advertising. Further, only 
20% of those who see a television ad, if prompted, can recall it Less than 10% understand an 
ad's message. 

Because audiences don't pay attention to (or never see) the ads, the effective cost of 
reaching consumers is approximately 20 times higher than the network reported CPM (Cost Per 
Thousand) rate. This has significant financial implications for advertisers, and represents a 
substantial opportunity in the marketplace to increase efficiency by supplying them with 
organized data on the performance of their ads. 

SUMMARY OF THE INVENTION 

In a preferred embodiment, the invention provides a system and method for conducting an 
incentivized trivia contest to increase the effectiveness of advertising which includes a software 
information system that collects and analyzes data on the effectiveness of ads during the programs 
in which the ads are aired. The system can be used to report data on recall, understanding, 
likeability and other key performance measures to advertisers and other clients, via a web based 
delivery system. A first set of trivia questions relating to advertising and a second set of trivia 
questions relating to content are stored in the system. The first and second sets of trivia questions 
are associated with a broadcast of advertising along with content A subset of the first and second 
trivia questions are selected for transmission to a member. The member's responses are received 
and points are awarded for correct answers. Incentives are provided to members based upon 
points awarded. 

The data provided by the system and method of the invention in its preferred embodiment 
allows advertisers to compare performance by show, genre of show, and network, thereby 
allowing advertisers to re-allocate resources and ad inventory such that ads air where they axe 
most effective in reaching the target audience. 

The data provided by the system also allows advertisers to understand the performance of 
product placement advertising - advertising that is integrated into the content of a program itself, 
rather than appearing as a piece of distinct content during program breaks. Because of declining 
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attention rates, and the advent of new technologies which allow viewers to edit out advertisements 
entirely from the programs they watch, this form of advertising is becoming increasingly 
important. Within the advertising and television industries, no system, standards or form of 
measurement currently exists for providing performance data on product placement advertising. 

At the same time, the data provided by the system allows television networks and program 
producers to evaluate audience reaction to programming content, including plotlines, characters, 
musical themes, and other creative elements. 

Additional features and advantages of the invention will be set forth in the description 
which follows, and in part will be apparent from the description, or may be learned by practice of 
the invention. The objectives and other advantages of the invention will be realized and attained 
by the structure particularly pointed out in the written description and claims hereof as well as the 
appended drawings. 

BRIEF DESCRIPTION OF THE DRAWINGS 

The accompanying drawings, which are included to provide a further understanding of the 
invention and are incorporated in and constitute a part of this specification, illustrate embodiments 
of the invention and together with the description serve to explain the principles of the invention. 

In the drawings: 

FIG. 1 is a diagramatic view illustrating certain broad principles of the invention in 
accordance with a preferred embodiment. 

FIG. 2 is an entity relationship diagram showing an example of an architecture which may 
be used to practice the consumer site portion of the system of the invention. 

FIG. 3 is an entity relationship diagram illustrating the architecture of the TV Listings and 
Flighting Schedule subject area in accordance with a preferred embodiment of the invention. 

FIG. 4 is a block diagram showing an example of atomic-level questions. 

FIG. 5 is a block diagram showing an example of an advertising question '"bin" process. 

FIG. 6 is an entity relationship diagram showing an example of the survey and questions 
subtopic data model in accordance with a preferred embodiment of the invention. 

FIG. 7 is an entity relationship diagram showing an example of the architecture of the 
members' subtopic data model. 
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FIG. 8 is an entity relationship diagram illustrating a subtopic data model for community 

events. 

FIG. 9 is an entity relationship diagram showing an example of a rewards subtopic data 
model in accordance with a preferred embodiment of the invention. 

FIG. 10 is an entity relationship diagram illustrating the preferred overall entity 
relationship model of the consumer site of the invention. 

FIG. 1 1 is an entity relationship diagram illustrating a client product domain structure data 
model in accordance with a preferred embodiment of the invention. 

FIG. 12 is an entity relationship diagram illustrating the client domain subject area. 

FIGS. 13a and 13b show an entity relationship diagram illustrating a logical model for the 
TVListings subject area. 

FIGS. 14a and 14b show an entity relationship diagram illustrating the details of the data 
model for the Question and Survey Subject Area. 

FIGS. 15a and 15b show an entity relationship diagram illustrating the details of the data 
model for the Member Subject Area. 

FIGS. 16a and 16b show an entity relationship diagram illustrating the details of the data 
model for the Rewards Catalog Subject Area. 

FIGS. 17a and 17b show an entity relationship diagram illustrating the details of the data 
model of the Advertiser Domain Subject Area. 

FIG. 18 shows an entity relationship diagram illustrating the details of the data model of 
the Client Data Warehouse Subject Area. 
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DETAILED DESCRIPTION OF THE PREFERRED EMBODIMENT 

Reference will now be made in detail to the preferred embodiments of the present 
invention, examples of which are illustrated in the accompanying drawings. 

The system and method of the invention provides an information solution for television 
advertisers, media and ad agencies, content creators, and broadcasters. A rewards program model 
is applied to television, combining entertainment with rewards, sweepstakes, and other forms of 
financial compensation to build a large and inexpensive research panel of television viewers. This 
research panel delivers a rich database of information, which is preferably refreshed daily, about 
the effectiveness of television advertising campaigns and programming content. It will be 
recognized by those skilled in the database may be refreshed hourly, every minute, in real time, 
etc., without departing from the spirit of the invention. By virtue of the key marketing 
components of the model and the incentives inherent in the system, two additional benefits are 
provided: (1) it strengthens the impact of individual ads by extending selected ad campaigns to the 
Internet, and (2) it provides television networks with a unique tool to decrease channel surfing, 
increase viewer loyalty and to build audiences for new programming content 

Viewers are compensated for watching television and incentivized to provide data on their 
viewing habits. In accordance with one aspect of the invention, viewers access the system via a 
web site after watching a television show and the commercials and answer questions about the 
show and the ads. The same principles set forth herein with respect to the preferred embodiment 
may be applied to provide a system and method which utilizes other communications mediums 
and devices, such as wireless devices, set top boxes, PDAs, telephone, Interactive Voice 
Responder (TVR), etc. 

As is illustrated in FIG. 1, either during or after viewing a television show, a viewer logs 
onto the consumer section of a web server of the invention within a predetermined period of time, 
and answers a series of trivia game type questions about the show and ads. Such ads may be 
conventional commercials or, e.g., "product placement" type ads in which a product appears 
within the content of the programming. Viewers who answer these questions may receive 
proprietary "currency," which they can redeem for goods, services, and prizes. 

In accordance with one embodiment of the invention, after watching a show, viewers are 
given, initially, up to 24 hours to register their opinions by logging on to the web server and 
answering a series of questions. The system assigns credit to viewers for completing this question 
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« set and answering questions correctly. The system may also allow members to answer questions 

on a variety of platforms - including wireless and interactive TV. In this respect, a "member" 
may be a TV watcher who registers on the website associated with the system. 

The system of the invention aggregates and analyzes the data provided by the users of the 
web site and provides the results to clients. In this respect, a "client" is, e.g., an entity or 
individual tracking off-line advertisement success through the system. Clients may also be 
networks, media companies, and other entities in the industry which are interested in the 
effectiveness of advertising or data on attentiveness, recall, message understanding and likeability 
of ads or content. Clients may also be classified by their account types, e.g., users or 
administrators. This breakdown may specify what type of security access they have in terms of 
information. 

The overall system of the invention is preferably divided into two primary areas, the 
consumer site and the client site. The consumer site is used to capture and maintain member 
information. Within this site the member has the ability, for example, to view TV listings, view 
TV content, view their account balance, view their show level statistics, view and redeem against 
a rewards catalog and to partake in trivia-based surveys on TV programs. This surveying 
component ties several areas together in order to present TV related trivia questions to the 
member. More importantly, the survey tool provides a means for automated marking of surveys. 
Surveys tie the advertiser's advertisements, TV listings, flighting schedule and members together 
to produce data related to television advertising and programming effectiveness. 

The information captured from the consumer site is provided to a trendreporter component 
for aggregation and analysis. The trendreporter is the data warehouse associated with the client 
site that allows clients to view and analyze advertising and programming effectiveness. This 
research tool provides clients with a web-based method to measure the effectiveness of their 
commercials on a nightly basis, in the context of the programming and the other advertising. The 
system of the invention gathers and analyzes data on, e.g.,attentiveness, recall, message 
understanding and likeability, and preferably provides that information to clients on a daily basis 
- providing a richly detailed picture of the impact of each advertisement at the time it is shown as 
well as an entire campaign. The trendreporter component preferably quantifies changes in 
audience size and delivers performance data and analysis, giving advertising clients tools to 
reallocate their ad mix to support the best performing ads and shows and to negotiate ad rates 
based on actual ad effectiveness. The system and method of the invention provides improved 
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j speed of reporting, large sample size, and ability to repeat (and therefore refine) sampling 

techniques. 

The invention is preferably configured to provide great flexibility in data reporting. 
Senior marketing executives who need fast and simple, summarized results can use the 
trendreporter component to analyze the performance of their complete national television budget 
and view digitized versions of the ads that aired. Brand managers, media planners and media 
buyers can use the resulting detailed data about the performance of individual shows and ads to 
build more effective media campaigns for their clients. 

Consumer Site Technical Overview 

FIG. 2 is an entity relationship diagram showing an example of an architecture which may 
be used to practice the consumer site portion of the system of the invention. The overall 
consumer site can be broken down into several areas that, when integrated, provide clients with ad 
effectiveness information along with competitive analysis. Each is discussed in further detail 
below. 

Clients entities- client and their brand classification structure. 
Ads entities- Includes ads of existing and potential clients. 

TV Listings and Advertisements entities - Includes TV listings and flighting schedule. 

Client Domain Structure - Includes the advertiser's product and ads. 

Survey entities- Includes trivia questions about the shows and questions. 

Question entities - Various questions that can be potentially asked to the members. This 
includes show and ad related questions. 

Member entities - Includes tbe member's demographics, surveys, account balance, reward 
catalogue items, and redemption history. 

Member Response entities- Details the member responses to survey questions. 

Rewards entities - Includes the rewards catalog. 

Sweepstake entities - Includes the various sweepstakes offerings. 

Community Events entities - Includes events for which groups of members play as a team 
to compete, for example, for prizes. 

TV Listings Technical Overview 
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The TV listings information is used to maintain relationships between TV programs, 
broadcasters, and the broadcaster's program schedule. The system preferably provides members 
with access to the nation's TV listings and entertainment content stories. The information is also 
used by the system when building surveys and maintaining the broadcast stations' advertisement 
(flighting) schedule. 

TV listings preferably has a two-level recursive structure; the first level maintains the 
shows, movies, and sporting events; second level is optional and maintains the overall show 
details for the TV series. The second level is applicable only when the first level is an episode of 
a show. This structure allows the system to maintain a list of episodes over the history of a 
television series. By maintaining the individual episodes, questions can be written and associated 
with that episode, allowing the growth of questions over the entire life (syndication) of a show. 

In general, questions are associated with episodes, movies or sporting events and each 
individual show can have any number of questions. 

FIG. 3 shows an entity relationship diagram illustrating the architecture of the TV Listings 
and Flighting Schedule subject area in accordance with a preferred embodiment of the invention. 
In the figure, the ShowProgramGenre, ShowCredits, ShowProgramCast, Gossip, ShowProgram, 
BroadcastStation, BroadcasterProgragmSchedule and BroadcastShowAd entities are TV listings 
and Flighting Schedules tables; the "Question" entity is a subset of the Questions tables; the 
MemberFavoriteShows entity is a subset of members' tables; the Survey and 
SurveyTypeQuestions entities are Surveys tables; the MemberSurvey entity is a subset of the 
member's responses; the Ads entity is a Clients domain structure table; the Genre, GossipType, 
TimeZone, DMA, ZipCode, QuestionSubject, LevelOfDifficulty and TypeOFQuestion entities are 
a subset of code tables. 

Refer to FIGS. 13a and 13b, which show the detail of the data model of the TV Listings 
Subject Area. 

Survey Questions Technical Overview 

The survey section of the consumer site is preferably broken down into two separate parts: 
(1) atomic-level questions and (2) survey template. 

Questions may be classed into three subject areas: (1) Show-related questions, (2) 
Advertisement related questions, and (3) Other related questions. Each question is made-up of a 
question and its possible responses. In turn, responses to a question can invoke zero or more 
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follow-up questions in a recursive manner. Ultimately, a set of questions is assembled into an 
'atomic' question. It's these atomic questions that a Member is first presented with when they 
take part in a particular survey. In essence, an 'atomic' question is the first question in a series of 
questions. Atomic questions decompose to form a complete question; one that has no further 
questions. The questions are internationalized to provide questions and responses in any number 
of languages. FIG. 4 shows an example of atomic-level questions. 

One architectural feature of the question administration toolset in its preferred 
embodiment is that it provides the survey creators with the ability to 'mark' a question. In 
essence, the survey creator indicates, for each question's response, a "bin" and the amount, or 
value that is added to this bin if the Member selects that response. These tr bins" include what the 
Advertisers and other Clients ultimately receive in aggregated form. FIG. 5 shows an example of 
how this advertising question "bin" process works. 

The bin system is extremely flexible and adaptable. Any number of bins can be associated 
with each question and subsequently each response within a question. During the creation of a 
question, an administrator (e.g., a person responsible for data entry, product management, and 
content rotation in the system) indicates, using the list of potential bins, the ones that apply. 
Within each response to a question, the administrator identifies, from that list of bins, what 
value(s) to add to those bins. Generally this value is 1. However, to provide flexibility, any 
numeric value can be used. For example, a question can be defined to test for likeability. This 
question may have 4 responses: Really liked, Liked, Not Liked, and Disliked having bin values 
3,2, 1 , and 0 respectfully. The individual values can be aggregated in any number of ways to 
provide, for example, an advertiser with data that demonstrates how effective their ads have been 
or to provide a network or media client with data that demonstrates the likeability of its content 
Each entry added to the bin may include, e.g., the following information: 

o MemberlD - Identifies the entry to a specific member 

o Value - Identifies that value added to the bin 

o Num Hints requested - Identifies whether the Member was provided with a hint 

o ' Show Confidence Factor - Identifies the percentage of show related questions that the 
Member correctly answered during the survey 

o Ad Confidence Factor - Identifies the percentage of ad related questions that the Member 
correctly answered during the survey 
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o Profile Matching Indicator - Indicates whether the question was asked to qualified 
Member 

o Time Spent Responding - Indicates the estimated time the Member took to answer the 
question 

The member's unique personal information (e.g., names, e-mail address, social security 
number, credit card information) is preferably removed before the information is aggregated and 
transferred to the data warehouse to protect the members' privacy. Starting with the above 
information, Clients can be provided with answers such as "How many people identified my Ad?" 
"How many required hints?" and "How many, even with a hint, didn't understand the message?" 
Taken further, analysis can be conducted to take into account demographics such as age, sex, 
martial status and income level. 

The classes of questions, for the most part, function identically with one major difference; 
show-related questions relate back to a specific show program; ad-related questions relate back to 
a specific client's advertisement; and other related questions are not dependent on specific show 
or advertisement issues. The core of the tool allows for a flexible survey creation mechanism. 
The system is preferably designed to allow for other types of questions that are not specific to a 
show or an ad. The survey tool component of the system and method of the invention can also be 
utilized to create additional surveys for Clients. 

Bins are associated with question responses and questions can be associated with 
advertisement, show, or other related topics. Taken with the domain structure and its access 
control right, the system can be used to provide analysis of ads to the authorized staff using the 
client's own domain structure. 

Survey Technical Overview 

Generally within the research industry, surveys are created listing the actual questions that 
will be asked. While the system and method of the invention may be configured to handle these 
traditional surveying methods, it preferably uses a more robust approach whereby surveys can 
also function more as a template than an actual survey with a list of questions. In accordance with 
this feature, an administrator creates processing rules when he defines a survey. The template 
surveys in accordance with this feature differ from a conventional list of specific questions in 
several ways. Firstly, they may be used to present to members a subset of randomly selected 
questions. Secondly, only at the time a member elects to answer a survey does the system select 
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which set of ad questions to ask the member. When a Member indicates which program, and thus 
which broadcaster and time of airing, the system can determine which ad aired during a program. 
Thirdly, using processing rules, the survey creator can indicate a dynamic permutation of 
questions to ask the member. When creating a survey, the administrator can define the number of 
show content questions and advertisement related content question that will be asked to the 
Member. In addition, the administrator can extend the survey template to further qualify the 
questions into such categories as the level of difficulty and the category of questions (theme, 
character, etc.). To illustrate this concept, the following table outlines a sample template: 



#Question 


Type of Question 


Subject 


Level Difficulty 


i 


Advertisement 


General 


Easy 


i 


Advertisement 


Theme 


Difficult 


2 


Show- 


General 


Moderately Difficult 


1 


Show 


Character 


Difficult 


1 


Show 


Location 


Easy 



In the preferred embodiment, at die time a member takes a survey, the survey formula is 
resolved and the show and ad questions are randomly selected, randomly ordered and placed onto 
a stack. The questions are taken off the top of this stack one at a time and presented to the 
Member. When a question, based on the Member's response invokes a follow-up question, then 
that question or questions are placed on the stack. The survey is complete once the stack has been 
emptied. Refer to section on 'Consumer Survey Interface 5 for a more complete process and 
design functionality surrounding surveys. 

Integration of Survey and Questions Technical Overview 

FIG. 6 is an entity relationship diagram showing an example of the survey and questions 
subtopic data model in accordance with a preferred embodiment. In the figure, the ShowProgram 
and BroadcasterProgramSchedule entities comprise a subset of the TV Listings and Flighting 
Schedules tables; the Ads entities are the domain structure tables; the SurveyStatus, 
DefaultRTVDollar, QuestionSubject, QuestionStatus, LevelOfDifficulty, QuestionsCategory, 
TypeOfQuestion, Profile VariantType, ProfileVariantValue, OtherSurveyType, LanguageType, 
and RecallBins entities comprise a subset of code tables; the RTVMember entity comprises a 
subset of members' tables; the ShowcaseGames, Survey, SurveySupportedLanguages, 
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SurveyTypeQuestions, SampleGames, SampleQuestions, OtherSurveys, OtherSurveyProfile, and 
OtherSurveyQuestions entities comprise Surveys tables; the QuestionSupportedLanguages, 
QuestionTranslation, ResponseTranslation, QuestionResponse, PostResponseTranslation, 
Question, FollowupQuestion, QuestionHints, HintTranslation, QuestionProfile, QuestionBin and 
QuestionResponseBins entities comprise the Questions tables; and, the MemberSurvey, 
MemberSurveyQuestion, and MemberQuestionResponse entities comprise a subset of the 
Member's responses. Refer to FIGS. 14a and 14b, which show an entity relationship diagram 
illustrating the details of the data model for the Question and Survey Subject Area. 

Members Technical Overview 

Member information may include, e.g., signup demographic information, additional 
profiling information, favorite shows and ranking, redemption and survey results. The member's 
actual survey responses and the amount of proprietary currency associated with that question's 
response will be maintained. The actual bin and thus value added to the bin is preferably 
maintained within the survey and question section. 

In order to maintain a member's account balance, a line item is preferably created for each 
transaction that has occurred against the member's proprietary currency account. These 
transactions, wherever possible, will maintain a link to the full details of the transaction. For 
example, survey line items will maintain a reference to a specific membersurvey record and thus 
the full detail transaction record. Redemption line items will maintain a reference record of the 
items that a member has redeemed. 

FIG. 7 shows an example of the architecture of the members' subtopic data model. In the 
figure, The PrizeLevel, ZipCode, MemberStatus, ProfileVarianValue, Profile VariantType, 
AccountLine ItemType, RecallBins entities comprise a subset of code tables; the Survey entity 
comprises a subset of Surveys tables; the Question, QuestionResponse, and 
QuestionResponseBins entities comprise a subset of Questions tables; the EventPrizes, Event, 
EventSponsor, EventTeam, MemberReferralProgram, RTVMember, MemberFavoriteShows, 
RTVMemberProfile, MemberAccount, Redemptions, Siirveysltems, and Otherltems entities 
comprise member's tables; the BroadcastProgramSchedule entity comprises a subset of the TV 
listings and Flighting Schedules tables; and, the MemberSurvey and MemberQuestionResponse 
entities comprise a subset of the Member's responses. Refer to FIGS. 15a and 15b, which show 
an entity relationship diagram illustrating the details of the data model for the Member Subject 
Area. 
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Community Events Technical Overview 

To increase the overall effectiveness of the consumer proposition, a virtual community of 
members can be teamed together in order to compete against other teams of members in a 
community event. During the event's effective time period, proprietary currency that each 
member accumulates will be counted towards the team's aggregated score. At the completion of 
the event, the teams' aggregated scores determine the order they finished. The winners of the 
prizes are based on the team's aggregate score. For example, the 1 st place prize(s) may be 
awarded to the team with the highest score, and 2 nd place prize(s) may be awarded to the team 
with the next highest score. In the event of a tie, the team's scoring history may be used to 
determine which prize package a team will win. 

FIG. 8 shows an entity relationship diagram illustrating a subtopic data model for 
community events. In the figure, the PrizeLevel entities comprise a subset of code tables; the 
EventPrizes, Event, EventSponsor, EventTeam, and RTVMember entities comprise member 
community tables; the Advertiser entity comprises a domain structure table; and, the ShopProduct 
entity comprises a rewards catalogue table. Refer to FIGS. 1 5a and 15b, which show an entity 
relationship diagram illustrating the details of the data model for the Member Subject Area. 

Rewards Technical Overview 

Rewards include, e.g., items available to members through a member catalogue and/or 
rewards that are part of the overall value proposition to members but are not directly offered as 
items within the members' rewards catalogue (for example, double, triple proprietary currency, 
and special sweepstakes items). The entire rewards engine is preferably designed to support an 
unlimited number of languages. The rewards engine is preferably designed around a self- 
administration model allowing for the rewards administrator to maintain not just the list of 
products, but also variances to the products. The variances for one product can be different from 
variances for another product. For example, a variance for clothing might include size and color. 

FIG. 9 is an entity relationship diagram showing an example of a rewards subtopic data 
model in accordance with a preferred embodiment of the invention. In the figure, the ZipCode, 
LanguageType, SweepstakeType, Country, and State entities comprise a subset of code tables; the 
RTVMember and MemberAccount entities comprise member community tables; and, the 
ShopSearched, ShopBasket Stats, SweepstakePlayers, Keywordlgnore, Sweepstake, 
SweepstakePrizes, ShopWinList, ShopDepartmentFeatured, ShopProductLanguage Value, 
ShopProduct, ShopKeyword, ShopVendor, ShopProductDepartment, ShopReceipt, 
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ShopVariantTypeLanguage, ShopVariantType, ShopVariantValue, ShopProductVariant, 
ShopBasketltem, ShopDepartmentLanugage Value, ShopDepartment, ShopBasket, 
ShopReceiptltem, and Sweepstakes2SSO entities comprise rewards catalogue tables. Refer to 
FIGS. 16a and 16b, which show an entity relationship diagram illustrating the details of the data 
model for the Rewards Catalog Subject Area. 

Consumer Site Technical Summary 

FIG. 10 is an entity relationship diagram illustrating the consumer site's preferred overall 
entity relationship model. This model depicts the interrelationship between the various sections to 
produce the entire solutions. 

Site Management Maintenance 

Survey Management Application 

The purpose of this application is to allow non-technical users to administer the tests (e.g., 
a series of questions presented to a user) that are displayed on the web site. The application is to 
be used by the administrators of the system. A non-technical administrator inserts the questions, 
possible answers, answer type, hint, ads, and point totals. Advertisers may be given the ability to 
associate questions with advertising campaigns and product brands. Multiple questions are 
grouped into a single test. Before a test is displayed on the production web site an administrator 
must approve it. 

Operation of the survey management application is preferably as follows. The 
Administrator selects the language desired and types in the question in a HTML text box. The 
Administrator also selects the question type, e.g., checkbox, radio, single-pull down, or multiple- 
pull down. The administrator may insert the desired number of answers. If a question has a 
correct answer then hints may be inserted. A hint will be displayed to the member in efforts to 
trigger the correct response. The administrator selects or enters the number of points awarded to 
the user for answering the question incorrectly and correctly. He may also be permitted to select a 
banner ad to display when a user answers a question incorrectly. The survey management 
application preferably permits the administrator to select the question type, i.e., whether the 
question is a content question or an ad question. 

Administration Module 

Some of the business functionality preferably designed into the survey creation toolset is 
as follows: 
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• Each option has multiple parallel conditional branching. That is, by choosing an option, 
the consumer will be asked several subsequent question(s). 

• A question cannot be published if there are missing translations for the question, 
responses, or hints. 

• The toolset allows the member to resume a still-valid survey and keeps a record of what 
question a member is at within a survey. This allows the system, given an incomplete 
survey, to start where the user left off, and can be used to limit members from skewing the 
survey information by navigating back to previous questions. 

• Allows, for example, the following types of questions: 

o Yes/No 

o True/False 

o Multiple Choice 

o Choose all that apply 

o Scaling 

• Allows for a post message to be defined with each option. 

• Provides for the ability to associate media (pictures, sound, video. . .) to a question. 

• Captures the author of the survey and who last updated the survey. 

• Captures the author of the individual questions and who last updated the question. 

• Creates details about a question 

o Description of a question (over multiple languages) 

o Associates media (pictures, sound, video. . .) with each question. Allows for the 
media to be placed (before, after, embedded within a question,) sizing of media 

o Allows for all question text, options, and hints to have embedded HTML tags. 
This allows for flexibility in presenting text to the Member. 

o Provides a running total of points above each question 

o Provides the question number and the number of remaining questions above each 
question. 

o Each choice has a number of points associated with it. 
o Each choice has potential follow-up questions associated with it 
o All surveys support multiple languages. 
1. Game Delivery to Members 

A software application, referred to herein as "Play RewardTV," is provided to deliver 
games to members and allows members to earn points by answering questions, for example, about 
a television show and the advertisements that occurred during the program. A member may only 
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take a test once. The results are stored in the database and the analysis of the results is conducted 
within the trendreporter (data warehouse). 

2. ADs Selection Algorithm 

The following examples of Ad selection methods are useful for gauging the effectiveness 
of client ads: 

a) Ad Showcase Rules - Over a given time frame, administrators can directly focus a set of 
ads for which they want to gauge the members' responses. The system can focus directly 
on specific questions that will be asked to members once the ad has been selected. 

b) Profile Matching - To effectively manage this selection process, members and ads have 
profiles associated with them. These include, for example, "Sex", "Age", "Marital 
Status", and "Income Level". The system cross-references the member's profile and the 
ad's profile (that aired during the program) to determine the Ads that best match the 
member's profile. To further provide effective selection criteria, each profile type 
assigned to an ad is assigned a level of importance ("SelectionWeightingFactor") attribute. 
For example, matching on gender may have more importance than matching on income 
level. Advertisers profile (target) their ads to a certain demographic makeup. The system 
uses 'Profile Matching' to best match the member's profile to ads that are directed towards 
their profile. The profile cross-referencing arranges ads by this weighing factor and 
selects the top predetermined number of Ads having the highest scoring factor. 

The above rules can be integrated to effectively perform a more sophisticated and targeted 
program directed at members. 

The flighting schedule ads are preferably compared against the profile-matching algorithm 
to produce a profile-matching score. If there is an ad showcase rule that covers today's date then 
that rule is applied against the flighting schedule ads to produce a showcase matching score. The 
ad showcase matching and profile matching scorings are aggregated together. The actual number 
of ads selected is based on the survey template. 

Question Selection Algorithm 

As with members and ads, a question preferably has optional profiling associated with it. 
As with ads, the profiling of a question involves selecting the appropriate profile types and 
indicating the level of importance ("SelectionWeightingFactor"). The profile cross-referencing 
arranges the list of questions by this weighing factor and selects the top predetermined number of 
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questions having the highest scoring factor. This algorithm is applied against the program to 
determine the actual program related questions that will be asked. A similar algorithm is applied 
against each of the selected ads (Section 4.5.4.1) to determine which ads' questions will be asked. 
The actual number of program and ad questions is based on the survey template. 

Background Processing Steps 

3. Step 1 - Selection of Survey. An "information system" component of the system 
and method of the invention captures the show, date and time of airing, and the network 
broadcaster from the Member. This is accomplished once the member selects a particular show. 
This information is provided as a parameter in the form of the 'BroadcasterProgramSchedule' 
primary key. Using this record, the information system determines the 'ShowProgram' record 
and the program's active survey stored within the 'Survey' take. 

4. Step 2 - Identify types of questions- Using the 'Survey' record identified within 
Step 1 to determine the make-up of the survey, the system uses the 'Survey' and 'Surveyltems' 
information to determine the number and breakdown of questions. For example, it determines the 
number of show content questions and the number of ad content questions. In addition, the 
'Surveyltems' table further details the level of difficulty (Easy, Difficult.. .) and Category 
(Theme, Character, Setting. . .) that further restricts the list of potential questions that might be 
asked to the Member. For example, the survey can have the following survey items: 

o Two Ad related questions. One question on "Theme" category that has a level 
of difficulty of "Moderate". One question on a "Settings" category having a 
level of difficulty of "Difficult". 

o Four Show related questions. Two questions on a "Theme" category that has a 
level of difficulty of "Moderate". One on "Settings" category having a level of 
difficulty of "Difficult". One on "Character" category having a level of 
difficulty of "Difficult". 

Step 3 - Identify Flighting Schedule of Ads- Using the Show, time, location and network 

determined within Step 1, the system determines the actual flighting (ads) that aired during the 

program. This can be accomplished by joining the 'BroadcasterProgramSchedule' with the 

'BroadcastShowAds' table. 

5. Step 4 - Selection of Ads- Using the 'Ad Selection Algorithm' listed above along 
with the results of Step 2 and 3 the system selects the actual atomic questions that will be asked to 
the member. These are recorded within the table "MemberSurveyQuestions". 
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6. Step 5 - Selection of Questions- Using the 'Question Selection Algorithm' listed 
above with the results of Step 2, the system selects the actual atomic questions that will be asked 
to the Member. These are recorded within the table "MemberSurveyQuestions". 

7. Step 6 - Ordering of Questions- The resulting questions from Steps 4 and 5 are 
randomly ordered and presented to the member. This includes questions relating to programs and 
ads. As orders of questions are identified they are placed on a stack. The stack serves as the 
mechanism from which to pull the next unanswered question and present to the member. Follow- 
up questions are placed on the top of the stack. The survey is completed once the stack has been 
emptied. 

8. Foreground Processing Steps 

9. Step 7 - Determine the Bonus Dollars for taking the Survey- Members are 
awarded a base level of proprietary currency for taking part in a survey. The database determines 
what this amount is and displays this amount to the member. 

10. Step 8 - Determine Worth of Surveys- The system may traverse the selected list of 
questions and all the potential list of questions and determine the maximum number of points 
available for these questions during this survey. This number is recorded within the 
MemberSurvey table. The Question table includes an attribute 'TotalAtonucRTVDollars'. This 
field includes the potential proprietary currency for this question and all subsequent follow-up 
questions to this question structure. This amount is presented to the Member within the Survey 
scoreboard. 

1 1. Step 9 - Present Question to Member- The system takes the top question from the 
stack and presents the question and the list of responses to the Member. The maximum value of 
the question (not taking into account any follow-up questions) is the response having the 
maximum proprietary currency amount. The database (QuestionConfirmationMessage) is 
accessed to determine whether the member correctly or incorrectly answered the question, and an 
appropriate confirmation message is displayed. 

Step 10 - Present Hint- When the member has incorrectly answered the question, the 
system checks to see if there are any hints associated with the question. If there is an associated 
hint, that Hint (text and media file) is displayed, the response is blanked out, the value of the 
question is reduced and the Member is permitted to re-answer the question. 
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12. Hints are stored within one or more "QuestionHints" table(s). The reduction 
amount is within the "Question" table. A question can have zero or more hints associated with it. 
If the Hint has a reduction in point value, then the current point total for that question is updated . 
The hint media file is stored within the QuestionHints' table. The text is associated within the 
'HintTranslation' table. The system records that the member's response was based on being 
provided a hint 

Step 1 1 - Display Post Message- Any "post message" is played once the member has 
answered the question and they are proceeding to the next question (any hints have already been 
played). Each question may have an overall "post response" that, once defined, will be played 
over all responses with one exception. Each question response may have its own post response 
message and/or media file. If this is the case, when the member selects that response as the 
answer, then that message will be played instead of the default overall post response. 

13. Step 12 - Process Follow-up Question(s)- The system checks, based on the user's 
selected response, whether there are any follow-up questions. It places all of the responses' 
follow-up questions, which do not appear on the stack (i.e. has already been asked or still to be 
asked), on top of the stack. A response may have zero or more follow-up questions associated 
with it. 

Step 13 - Update Survey Scoreboard- Based on the member's selected response, the 
system recalculates and updates the survey's scoreboard. This scoreboard details the number of 
points the member has received for this survey. 

Step 14 - Next Question- Repeat Step 9 through 13 until the Member has answered all 
required questions. 

Step 15 - Calculate the total number of points the Member has received for this survey. 
Once the survey has been completed, the member's account balance is updated. In addition, the 
transaction is recorded within the 'MemberAccounf table. 

Client Site Technical Overview 

The overall client site is preferably broken down into several services: Client Product Structure; 
Client TrendReporter, and Multidimensional Analysis. These are discussed below. 

Client Product Domain 

The Client product domain structure allows the client to self-define their product structure. Each 
client has a separate domain structure and only one client and the client's designated users have 
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access to that structure. This critical relationship is maintained at the database level to ensure that 
clients do not have access to other client's domain structure. 

In essence, a client can define and maintain their product structure. The domain structure is made 
up of levels and each level has one or more domain level items. The following outlines an 
example of a potential client domain classification structure: At Level 0 is a client, at level 1 are 
several of the client's brands; at level 2 are specific products within each brand. There are no 
limits to the number of levels within a domain. Accesses to domain items are granted to groups. 
Users are assigned to one or more groups. A user having access to multiple domain items is given 
the highest level of that arm of the domain. Access to a domain item automatically gives access 
to all items (levels) below that domain item. Groups are assigned the security rights to maintain 
their assigned sub-domain. These rights allow clients to create, update and delete users and assign 
them to groups within their sub-domain. 

A client's ads can belong to any level of the client's product domain structure. As an 
example, ads can be associated with specific products while other ads can be defined at other 
levels of the domain structure. Ads that are not associated with a specific product can cover all 
levels below that sub-domain structure. For example, a car manufacturer can have an ad covering 
all cars and not to a specific car. 

In addition, the system is preferably designed to be flexible enough to accommodate 
various classifications of ads. Ads can be placed within other domain structures to provide for a 
different classification of an ad. For example, the data gathered around the ad's effectiveness may 
not be classified only according to the Client's product structure, but can also be reclassified into 
other product structures (e.g., Nielsen's, CMR). This reclassification is done independent from 
how the effectiveness is gathered on the ad. 

This client product domain structure allows clients great flexibility in analyzing their ads 
effectively. The other key components include TV listings, Surveys and questions, and Member's 
profiles. An Ad's effective can, as an example, be analyzed by Ads at the domain level, or the 
effectiveness can be the result of aggregating the effectiveness of all Ads below a domain item. 

FIG. 1 1 shows an entity relationship diagram illustrating a client product domain structure 
data model in accordance with a preferred embodiment of the invention. In the figure, the 
BroadcasterProgramSchedule and BroadcastShowAd entities comprise a subset of the TV listings 
and Flighting Schedules tables; the AdRelated and Question entities comprise a subset of the 
Questions tables; the AdProfile, DomainAds, DomainContacts, Ads, AdSelection, Rule, 
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AdSelection, AdSelectionQuestions, and Advertiser entities comprise domain structure tables; 
and, the ZipCode, Profile VariantValue, Profile VariantType, Domain, and Type entities comprise 
a subset of code table. Refer to FIGS. 17a and 17b, which show an entity relationship diagram 
illustrating the details of the data model of the Advertiser Domain Subject Area. 

The domain structure is a flexible reporting and analysis subsystem allowing clients the 
flexibility to self-administrate their product hierarchy. At the lowest level (database entities and 
rules), a client's ad cannot be placed within another advertiser's domain. In addition, users are 
assigned to a client and are only (implemented at the database level) allowed to be part of that 
client's domain structure. That is, the database will not allow the user to see any other client's 
domain. 

The structure allows for a secure reporting environment that allows selective access to a 
client's product hierarchy. For example, the administrator can grant access to a user at any level 
of the domain structure. In addition, a user can be granted access at various levels of the domain 
structure. A client's advertising agency, for example, can be granted access to only the level(s) of 
the domain structure for which it is responsible. They are not aware of any other domain structure 
within the organization. This provides the client with the ability to provide its advertising agency 
with real-time reporting and analysis of the campaigns they run. This flexible reporting structure 
also allows for activities for which that user can perform. For example, an administrative group 
can be established at any level of the domain structure allowing for self-administration of that 
sub-domain. This, in essence, allows for delegation of administrative power reducing the burden 
and bottleneck of administration of product structure. 

Client TrendReporter 

In accordance with a preferred embodiment of the invention, the reporting structure 
includes a trend reporting component, referred to herein as the client trendreporter. It is through 
the reporting structure that clients analyze their ad's effectiveness. Data from the consumer site is 
Extracted, Transformed, and Loaded (ETL) into a structure suited for reporting against. The 
reasoning for this ETL is threefold. First, ETL is performed in order to reduce the workload of 
consumers affecting the advertiser's reporting. Second, the means of gathering information is 
vastly different from the means of reporting information. Third, ETL is performed to provide a 
level of physical abstraction of the consumer data from client data. 

Client Data Model - Star Schema 
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The client data model is preferably organized into a "star schema," allowing for a more 
efficient reporting structure. The schema is broken down into one "fact" and multiple 
"dimensional" tables. The fact table is an aggregator of the dimensions or more precisely, 
'measures 5 the dimensions. Thus, the fact table includes, for example, the BinQuantity, 
NumberOfHints, and TimeSpentResponding. 

This data model allows the system to provide answers to many types of question(s), such 
as what age demographic provided what sort of response to which particular ad. FIG. 12 shows 
an entity relationship diagram illustrating the client domain subject area. As shown, the 
dimensions can be combined, in any order, to produce different aggregations (measures) of 
effectiveness. In the figure, the ShowCreditDimension, ShowCastDimension, ShowDimension, 
ShowGenreDimension, and BroadcasterDimension entities comprise a subset of the TV listings 
and Flighting Schedules tables; the ResponseDimension, QuestionDimension, and 
QuestionHintDimension entities comprise a subset of the Questions tables; the AdDimension, 
AdvertiserDimension, and AdProfileDimension entities comprise domain structure tables; and, 
the LocationDimension, DateDimension, TimeDimension, and RecalBinDimension entities 
comprise a subset of code table. Refer to FIG. 18, which shows an entity relationship diagram 
illustrating the details of the data model of the Client Data Warehouse Subject Area. 

Client Domain Structure Application 

This subsystem allows RTV or Client administrators the tools for maintenance of the 
clients domain structure. From a security point-of-view, only one client can own the ads within a 
domain structure. This level of security is enforced at the data model level. As such, only users 
that are assigned to that client can be assigned to that client's domain structure. Different Users 
can be assigned different levels of access. The domain structure also includes the structure of the 
ads. The Client domain subsystem is designed to truly allow for self-administration. An 
administrator can provide administrative rights to users at or below the administrators own 
domain level. In addition, other security rights are maintained within the domain subsystem. The 
above functionality is included within a user-friendly interface. 

Extraction. Transformation, and Load (ETL) Process 

An ETL process is used for populating and maintaining the information within the data 
warehouse. This process extracts the data from the source system (consumer site), transforms it to 
accommodate reporting requirements, and loads it to the reporting structure (Star Schema). 

Star Schema's Dimensional Integrity ETL Process 
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This process is defined to maintain the integrity between the consumer site and client data 
warehouse systems. An additional meta data table 5 AdvertiserETLMetaData' is added to 
consumer site tables. This table includes the list tables that are used to maintain the data 
warehouse's data. Each row includes the table name along with the last date and time that table 
was successfully extracted, transformed and loaded into the data warehouse. 

The following consumer site tables can be configured to maintain the System Integrity 
ETL process: 



Consumer Site Source Table 


Advertise!* TrendRepoiter Tatget Table(s) 


Zip Code, State, Country, Time Zone 


LocationDimension 


BroadcasterProgramSchedule, 
MemberQuesuonResponse 


Date and Time Dimensions 


RTVMember 


MemberDimension 


AdditionaMemberProfile, 
ProtueVanantValue, rrotile Variant lype 


MemberProfileDimension 


BroadcasterStation 


BroadcasterDimension 


ShowProgram 


ShowDimension 


ShowProgramCast 


ShowCastDimension 


ShowQedits 


ShowQeditDimension 


ShowProgramGenre, Genre 


ShowGenreDimension 


Advertiser 


AdvertiserDimension 


Ads 


AdDimension 


AdProfile, ProfileVariantValue, 
ProfileVariantType 


AdProfileDimension 


Survey 


Surve)Dimension 


Question, QuestionTranslation, 
LevelOfDifficulty, QuestionGategory 


QuesrionDimension 


QuestionHints, HintTranslation 


QuesrioriI£ntDimension 


QuestionResponse, ResponseTranslarion 


ResponseDimension 


RecallBins 


BinsDimension 
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Advertiser TrendReporter 

The TrendReporter is used to give advertisers insights into the effectiveness of their 
advertising campaigns. The TrendReporter displays schedule reports, and may also be used to 
report on the following: 

Nielsen A18-49 Rtg - % of Total A18-49 universe who watched a given program 

RewardTV A18-49 Rtg - % of RTVA18-49 universe who watched any portion of a given 
program - and correctly answered the episode questions 

RewardTV vs. NTT Index - The relationship between the RewardTV rating and the Nil 
rating expressed as an index where 100 is average 

Avg. Ad Recall - Average % of viewers who accurately recall any ads in the average episode of 
this show 

Brand Recall - % of viewers of this episode of this show who accurately recall a specific 
brands ad 

Recall Index - The relationship between the Ad Recall and the Brand Recall expressed as an 
index where 100 is average 

RewardTV Recall Rtg - The RewardTV rating multiplied by the Recall Index to recalculate the 
ratings to incorporate the shows ability to provide improved recall for this advertiser 

Top 2 box liking - % of viewers who recalled the brand's ad and rated it as an ad that they 
"liked a lot" or "liked somewhat" 

% favorites - % of total user universe who list this program as one of their three favorite 
programs 

QUAL Score - Combined brand recall, top 2 box liking and % favorite score. This can be 
weight averaged to reflect varied importance of each factor 

QUAL Index - The relationship of each show's QUAL Score to the average QUAL Score for 
the campaign expressed as an Index where 100 is average 

In order for the advertisers to understand the reach and effectiveness of the system, 
statistics about the number of users can be displayed. The following axe the scheduled reports 
that may be run for this section. 
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RTV JCJnivers e- Report^ 1 - Separates users into age groups and displays the number of users, 
the percent composition, and the percent coverage for last night. 

RTV_Universe-Report_2 - Separates users into age groups and displays the number of users, 
the percent composition, and the percent coverage for last week 

RTV__Universe-Report_3 - Separates users into age groups and displays the number of users, 
the percent composition, and the percent coverage for last month. 

RTV_Universe-Report_4 - Separates users into age groups and displays the number of users, 
the percent composition, and the percent coverage for year to date. 

RTVJUmverse-Report_5 - Separates users by gender and displays the number of users, the 
percent composition, and the percent coverage for last night. 

RTV_Umverse-Report_6 - Separates users by gender and displays the number of users, the 
percent composition, and the percent coverage for last week. 

RTV_Universe-Report_7 - Separates Users by gender and displays the number of users, the 
percent composition, and the percent coverage for last month. 

RTV_Universe-Report_8 - Separates users by gender and displays the number of users, the 
percent composition, and the percent coverage for year to date. 

Ad Performance 

The TrendReporter allows the client to view previously generated reports, including 
charts. Clients can view the ads which relate to the data provided by the TrendReporter. Clients 
can view previously generated charts displaying data, as examples, in the following areas: brand 
recall, ad copy analysis, ratings comparison, ratings analysis, and network performance. 

Reports may be run at specified times in the day. They compile all the required data and 
display the results in a HTML page. They allow the client to easily see the effectiveness of the ad 
campaign. The following are examples of reports that may be made accessible to clients: 

RTV_Ad_Performance-Report_l - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Network the Ad ran on for the time 
period of last night 

RTV - Ad_Performance-Report_2 - Displays statistics for REWARDTV vs. NTT Index, 
Recall Index, Top 2 Liking, and Qual Index based on the ad copy the for the time period of 
last night 
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RTV__Ad_Performance-Report_3 - Displays statistics for REWARDTV vs. Nil Index, 
Recall Index, Top 2 Liking, and Qual Index based on the Genre for the time period of last 
night. 

RTV_Ad J>erf ormance-Report _4 - Displays statistics for REWARDTV vs. Nil Index, 
Recall Index, Top 2 Liking, and Qual Index based on the Program for the time period of last 
night 

RTV_Ad_Performance-Report_5 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Network the Ad ran on for the time 
period of last week. 

RTV_Ad_Performance-Report_6 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Ad copy the for the time period of last 
week. 

RTV_Ad_Perf orm a n ce-Report_7 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Genre for the time period of last week. 

RTV_Ad_Performance-Report_8 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Program for the time period of last week 

RTV_Ad_Performance-Report__9 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Network the Ad ran on for the time 
period of last month. 

RTV_Ad_Performance-Report_10 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Ad copy the for the time period of last 
month. 



RTV_Ad_Performance-Report_l 1 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Genre for the time period of last month. 

RTV_Ad_Performance-Report_12 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index on the Program for the time period of last month. 

RTV_Ad_Performance-Report_13 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Network the Ad ran on for the time 
period of year to date. 
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RTV_AdJPerfonnance-Report_14 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Ad copy the for the time period of year to 
date. 

RTV_Ad_Performance-Report_15 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Genre for the time period of year to date. 

RTV_Ad_Perfonnance-Report_16 - Displays statistics for RewardTV vs. Nil Index, Recall 
Index, Top 2 Liking, and Qual Index based on the Program for the time period of year to 
date. 



Last Night Ad Performance 

The client site preferably includes a section which gives clients access to browse statistics 
about the number of users who took their test. This section expands to allow the advertiser to 
browse statistics by time period. The available time periods may include, for example: 

RTV_Last_Night-Report_l - Displays statistics for Nielsen A18-49 Rtg, RewardTV A18-49 
Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on the 
Network the Ad ran on for the time period of last night 

RTV_Last_Night-Report_2 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Ad copy the for the time period of last night 

RTV_LastJSTight-Report_3 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Genre for the time period of last night. 

RTV_Last_Night-Report_4 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Program for the rime period of last night 

RWJLast J^ight-Report_5 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Network the Ad ran on for the time period of last week 

RTV_Last_Night-Report__6 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Ad copy the for the time period of last week. 
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RTV_Last_NIgk-Report_7 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Genre for the time period of last week 

RTV_Last_Kight-Report_8 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Program for the time period of last week 

RTVJLastJ%ht-Report_9 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Network the Ad ran on for the time period of last month. 

RTV_LastJSTight-Report_10 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Ad copy the for the time period of last month, 

RTVJLastJSTight-Report__ll - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ 
A18-49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites 
based on the Genre for the time period of last month. 

RTV_Last_Night-Report_12 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. RewardTV™ Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % 
favorites based on the Program for the time period of last month. 

RTV_Last_Night-Report_13 - Displays statistics for Nielsen A18-49 Rtg, RewaniTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Network the Ad ran on for the time period of year to date. 

RTV__Last_Night-Report_14 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Ad copy the for the time period of year to date. 

RTV_Last_Night-Report_15 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ 
A18-49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites 
based on the Genre for the time period of year to date. 

RTV__Last_Night-Report_16 - Displays statistics for Nielsen A18-49 Rtg, RewardTV™ A18- 
49 Rtg, Avg. Ad Recall, Brand Recall, Recall Rtg, Top 2 box liking, and % favorites based on 
the Program for the time period of year to date. 

The system of the invention may be configured to run online ads to members while the 
members are recording their responses to earn credits. In this respect, the system offers 
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advertisers the ability to run online ads to the same viewers who were exposed to their TV ads on 
an affiliated show, hi addition, the system and method of the invention preferably allows 
advertisers to specifically target online advertising to individual members based on preference 
data, and utilize incentives and entertainment-based programs to increase purchase frequency 
among advertiser's core consumer groups. 

14 . A significant benefit of the invention is that it improves the audience viewing habits for 
an affiliated show, as it in effect pays people to watch. Audiences may become more loyal; that is, 
more likely to watch more frequently and consistently. Moreover, the reward system of the 
invention particularly benefits new shows - providing them with an alternative means to build 
audiences in the early weeks of the airing of the show, because a network can choose to provide 
more proprietary "currency" in connection with such shows and therefore provide more rewards for 
frequent and continuous viewing of such shows. 

The system and method of the invention may be used to build a database of how 
consumers respond to all television ads so that advertisers can compare and contrast the results of 
their efforts with their competitors or prior campaigns. The data can be analyzed to determine 
how particular networks' programs are performing based on the level of attention and loyalty 
generated by viewers. 

While the invention has been described in detail and with reference to specific 
embodiments thereof, it will be apparent to those skilled in the art that various changes and 
modifications can be made therein without departing from the spirit and scope thereof. Thus, it is 
intended that the present invention cover the modifications and variations of this invention 
provided they come within the scope of the appended claims and their equivalents. 
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What is claimed is: 

1 . A method of conducting an incentivized trivia contest to increase the effectiveness of 
advertising, comprising: 

storing in a computer system a first set of trivia questions relating to advertising; 

storing in said computer system a second set of trivia questions relating to content; 

associating said first and second sets of trivia questions with a broadcast of said advertising 
along with said content; 

selecting a subset of said first and second trivia questions to ask a member; 

transmitting said subset of trivia questions to said member and receiving said member's 
responses thereto via a communication medium; 

scoring said member's performance in response to said subset of trivia questions; and, 

providing incentives to said member based upon results of said scoring. 

2. The method in accordance with claim 1, wherein said association of said first and second sets 
of trivia questions with a broadcast comprises storing data indicative of which advertising 
airs in conjunction with said broadcast, 

3. The method in accordance with claim 1 , wherein said broadcast comprises a television 
broadcast. 

4. The method in accordance with claim 1, wherein said broadcast comprises a radio broadcast. 

5. The method in accordance with claim 1, wherein said broadcast comprises a display of 
multimedia content via a network connection. 

6. The method in accordance with claim 5, wherein said network connection comprises an 
internet connection. 
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7. The method in accordance with claim 1 , wherein said communication medium comprises an 
internet connection. 



8. The method in accordance with claim 1, wherein said communication medium comprises 
interactive television. 

9. The method in accordance with claim 1, wherein said communication medium comprises a 

set-top box. 

10. The method in accordance with claim 1, wherein said communication medium comprises a 
wireless device. 

1 1. The method in accordance with claim 1 , wherein said communication medium comprises a 
data network. 

12. A method of using a user profile to conduct a trivia contest, comprising: 

storing in a computer system a first set of trivia questions relating to advertising; 

storing in said computer system a second set of trivia questions relating to content; 

associating said first and second sets of trivia questions with a broadcast of said 
advertising along with said content; 

storing in said computer system a demographic profile of at least one member, 

using said demographic profile to select a subset of said first and second trivia questions to 
ask said member; and, 

transmitting said subset of trivia questions to said member and receiving said member's 
responses thereto via a communication medium. 

13. The method in accordance with claim 7, wherein said computer system comprises a plurality 
of computers interconnected via a network. 
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14. A method of determining advertising performance, comprising: 

storing in a computer system a first set of trivia questions relating to advertising; 

storing in said computer system a second set of trivia questions relating to content; 

associating said first and second sets of trivia questions with a broadcast of said 
advertising along with said content; 

selecting a subset of said first and second trivia questions to ask a member; 

transmitting said subset of trivia questions to said member and receiving said 
member's responses thereto via a communication medium; and 

determining advertising performance based upon said member's answers to said subset of 
trivia questions. 

15. A method of determining the effectiveness of product placement, comprising: 

storing in a computer system a first set of trivia questions relating to a product; 

storing in said computer system a second set of trivia questions relating to content; 

associating said first and second sets of trivia questions with a broadcast of said advertising 
along with said content; 

selecting a subset of said first and second trivia questions to ask a member, 

transmitting said subset of trivia questions to said member and receiving said member's 
responses thereto via a communication medium; and 

determining the effectiveness of placement of said product within said content based upon 
said member's answers to said subset of trivia questions. 

1 6. A method of creating a report indicative of the effectiveness of advertising, comprising: 
storing in a computer system a first set of trivia questions relating to said advertising; 
storing in said computer system a second set of trivia questions relating to content; 
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associating said first and second sets of trivia questions with a broadcast of said advertising 
along with said content; 

transmitting said first and second sets of trivia questions to a member and receiving said 
member's responses thereto via a communication medium; and 

using answers to said first and second sets of trivia questions to create a report indicative of 
effectiveness of said advertising. 

17. The method of creating a report in accordance with claim 11, wherein said step of creating a 
report further comprises using a plurality of demographic profiles to create said report. 

18. The method in accordance with claim 1 1 wherein said advertising comprises a commercial. 

19. The method in accordance with claim 1 1 wherein said advertising comprises placement of a 
product within said content. 

20. A method of conducting an incentivized trivia contest to increase the effectiveness of 
advertising, determine advertising performance, and determine content performance, 
comprising: 

storing in a computer system a first set of trivia questions relating to advertising; 

storing in said computer system a second set of trivia questions relating to content; 

storing in said computer system a demographic profile of at least one member; 

associating said first and second sets of trivia questions with a broadcast of said advertising 
along with said content; 

using said demographic profile to select a subset of said first and second trivia questions to 
ask a member who has received said broadcast; 

transmitting said subset of trivia questions to said member and receiving said member's 
responses thereto via a communication medium; 

scoring said member's performance in response to said subset of trivia questions; 
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providing incentives to said member based upon results of said scoring; and, 

using answers to said first and second sets of trivia questions to create a report indicative of 
effectiveness of said advertising. 



21 . A method of creating a report indicative of recall, understanding, likeability or other 
broadcast performance measure, comprising: 

storing in a computer system a set of trivia questions relating to the content of a broadcast; 

associating said trivia questions with a broadcast of said content; 

transmitting said set of trivia questions to a member and receiving said member's 
responses thereto via a communication medium; 

scoring said member's performance in response to said subset of trivia questions; 

providing incentives to said member based upon results of said scoring; 

using said responses to said set of trivia questions to create a report indicative of at least 
one broadcast performance factor; 

transmitting said report to a client. 

22. The method in accordance with claim 16, wherein said broadcast performance factor 
comprises recall. 

23 . The method in accordance with claim 1 6, wherein said broadcast performance factor 
comprises understanding. 

24. The method in accordance with claim 16, wherein said broadcast performance factor 
comprises likeability. 



25. A method of conducting an incentivized trivia contest to increase the effectiveness of 
advertising, comprising: 
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storing in a computer system a set of trivia questions relating to advertising; 

associating said set of trivia questions with a time period of a broadcast of said advertising; 

transmitting said set of trivia questions to said member and receiving said member's 
responses thereto via a communication medium; 

scoring said member's performance in response to said set of trivia questions; and, 

Providing incentives to said member based upon results of said scoring. 
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C. No Name 



Followup OttesMen P07 



A. Fiat Response 

B. Second Response 
C Third Response 



tther Follovwp 
Duetto ns 



A. Fist Response 

B. Second Response 
C Third Respanss 

NB: Failowup questiora can thorns*! v*s be the start of on Momlo Level Question 



Follaiwup Question X? 



A. Fist Response 
B» Second Response 
C Third Response 



hg.4 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



5/23 



PCT/US01/23929 




SUBSTITOTE"SHEEr(R9lfE'51§f 



WO 02/10965 



6/23 



PCT/US01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



7/23 



PCTAJS01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 PCT/US01/23929 

8/23 



Prize 




Event Spon; 
I 



EventSponsor 
Spcnsor 




Advertiser 



Priti 



:e 



— 0 ShopProduct 



Members 



1 



RTVMember 



FIG. 8 



SUBSTITUTE SHEET (RULE, 26) 



WO 02/10965 



9/23 



PCTAJS01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



10/23 



PCT7US01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



11/23 



PCT/US01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



12/23 



PCT7US01/23929 




SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



13/23 



PCT/US01/23929 




TkraZoraNam* VARCHARgSttNOT NULL 
DMOUtoft V AFOtfW NOT NULL 
GMTHowA4u«tm»rtF«ctor. NUMBER NOT NULL 
OrMforOtlr DATE NOT NUU. 
Upd*CM*DATENULL 



BrttttotfwCENUMBEROC) NOT NULL 



PCOCMrraMwTcMJMBER(6)NUa 
EriStMttNwrt NUMBEROQ) NOT NUU 
~ KVAACHMBtHftNUU 
ARCHAR2(40)NULL 
CVAWHW10) NOTNULL 
reVARCHAR2£3)NULL 
8trforOr.VARCHAft2(50)NUU. 

SSftNSSrot^NuE^ Nua 

CngogyjttfflSWOTNUU 



L_ 



;to) not null 

UtSBFKIO) NOT NULL 
AKMnHmK DATE NOT NULL 
AJffimK NUMBER NULL 
Ointfoft NUM8ER(4) NUU 
Ptfttunv NUMBERfS) NULL 
NumOtPvtc HUMBERTS) NUU 
CtottdCapBortndt CHARO) NOT NULL 
Sttrolrafc CHARO) NOT NULL 
J ' ~* — |)H0TNULL 




CHARO) N 
fc CHARO) 



TVRtt«VAACHAK(4}li 

" Jr. CHARO) NOT NULL 

) NOT NULL 

It) NOT NULL 
VWmlmtCHARO) NOT NULL 
L«9U0iRj*tfn± CHAW)NOTNULL 
DWogRtfnotntCHARtl) NOT NULL 
FMbNyMsCHARd) NOTNULL 
Ertttncvdbid: CHAR(1) NOT NULL 

CHARO) NOT NULL 
UOMBttdrt CHARM NOT NULL 
HDFTVtat CHARO) NOT NULL 
NOTNULL 
NULL 
NOTNULL 
UptftftOtfK DATE NULL 



apCod>Q;VARCHAR2gO) NOT NULL fl 



STATES): NUUBERC3J0) NULL 
TlraZon«:VARCHAR2(10)NULL 



DATE NOT NUU 
UpdtMM*; DATE NULL 



DMA 



DMAPrNUMBERQO) NOT NULL 



VARCHAR2(70) NOTNULL 

to DATE NOT NULL 

UjpdMtOtfK DATE NULL 



T i 



t) NOT NULL 
Nu*tytn±CHARp) NOT NULL 
VtoNonbRt CHAFVI) NOT NULL 
SasutfCMlM** CHARO) NOT NUU 
Rap«tn± CHAR(t) NOTNULL 
Progrart>MCripto VARCHAR2(2SS) h 
MnmYiw NUMSERftft NULL 
MPAA: VARCHAR2&)NULL 
6tKRM^VAACHAR2B)NULL 
RuriTVnr. VAFCHAfEJ*) NULL 

odKBnt CHARtl) NOT NULL. 

PKNUMBSVIO^NUa 

CHAflO^^NULL" 
SaraTypc VARCHAR2(in NULL 
Shc*Typ«cVAnCHAR2(90)NULL 

/ARCHAR2<2G6)NULL 
*VARCHAR2t20)NULL 
CVARCHAR2(20)NULL 
7) NULL 



OrgSluaKCHAR(309NUa 
Qm«0«M11mK DATE NULL 
BwiTfcmZonK VARCHAR20C} NULL 
0**«(AlrO«te DATE NULL 

~~ VARCHAR2(&) NULL 
AlowAsFtatoiStoi** CHARO) NOTNULL 
AloM(AtFimQiM»ShoqrindtCHAR(l) NOT NULL 
Swtotfcvt CHARO) NOT NULL 
* *~ NUMBERtir" 



10) NULL 



MMillgiM CHARO) NOTNULL 
AtamdBytAGttrt: CHARO) NOT NULL 
CtwSonMtcDATI 



DATE NOT NULL 
DATE NULL 



BfOadCtStowADtD: NUMBERQO) NOT NULL 



NUMBSVIO) NOTNULL 
ADtt NUMBERtlOJ NOT NUX 
PtodPodfcrtta NUMBER NOT NULL 
BtrMfePotMofE CHARO) NOT NULL 
CiwM o rCrtK DATE NOT NULL 
UpdaMMK DATE NULL 



I I 
I I 

| L 



ADCD: NUMBEHQO) NOT NULL 



t$C*VARCHAR2<20)NULL 
AdtfttflMttt NUM6EROO) NOTNULL 
AcCMorc VARCHAR2(60) NOTNUa 
AJra^MrCopy: V ARCHAR2Q00O) NUU 
ItodMe VARCHARSCBQNUU 
fto&ntamfHtWftaor, NUMBERS) NOT NUU 

tfNHStoonto NUMBERtO) NOT NULL 
_ JStdEy. NUMBERO P> NUU 
CnSoSbW DATE NOT NUX 



U^ri^orttoShow^NUMBEfXIO) NOTNULL 



RTVMMteriD: NUM8ERO0) NOT NUU 
She*© NUMBWO) NOT NULL 
FMMMkV NUMBER^ NOT NUU 
CumtfUnCTot* NUMBSX1012) NOT NULL 

UpcWfcOt* DATE NULL 



FIG. 13a 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



14/23 



PCT7US01/23929 



Sto«CT»dKttNUM8gXlO)NOTNUa 



ShowS: NUMBERptyNOT NUU 
ftU ffW W w i K VARCHARgQ2) NOTNUU 
CmfeLtt»^VAR&tATe(32)NOTNUU 
CttdKRote VARCHAR20Q) NOT NUU 
CmionDtftc DATE NOT NUU 
UptfcteMK DATE NUU 



M*<rfe»fSarvfyO:NUM6£R(10) NOTNUU. 

Btxmkmtimrnytn&tmUtX): NUMBER(10) NUU 
mwUntwdO: NUMBERflQ) NOT NUU 
OtmSunwytO: NUMBER(1Q) NUU 
OtMTlmSurvtyTafcaft DATE NOT NUU. 
D^TbmSurvmCMnptoM: DATE NULL 
MadfuitfCTVPioktiAvalablK NUMBER(10# NOT NUU 
Suv^e,*>0«r. DATE NOT NUU. 
ftpWyhtteWncW! CHARffl NOT NULL 
FMfcmtStowtnt CHARp} NOT NUU 
C o try tite flint CHAR(1) NOT NUU. 
CrMfionDdK DATE NOT NUU 
UjxteOate DATE NUU. 
SwvfyOc NUMBERflQ) NULL 



i i" 



Sw»WpiQi»rtor^NUMBEflt10)NOTNUU 



Surtwy& NUMBERflQ) NOT NUU 
QuM«onStibi«c*D: NUMBERflQ) NOTNUU 
" - ~ ■ NOT NULL 



OuMSorC^gooOc NUMBB^Q)NOTNLU 



OfwfeflOtfK DATE NOT NUU 
UpdMa* DATE NUU 



SwgyjD: NUMBERflQ) NOT NUU 



S howjCfc NUMBER flQ) NOT NULL 

DMO^piort VARCHAR2(256) NOTNUU^ NUU " 
S u wy DW twO »fc DATE NOT NUU 
SwvnGf*yOB)r DATE NOT NULL 
SunwySMutiO: NUMBER(10) NOT NULL 
Q«T^M«ptor.NUMBER(8JZ)NUU. 
CfMtodBy: NUMBERflO) NOTNUU 
CrMfcrftaK DATE NOT NULL 
UpdtiMSr.NUMBER{10) NULL 
UpktoOataE DATE NULL 



CtottoSii»cBO;NUMBER(t0)NOTNUa 



Ottcipton: VARCHAR2ffS5) NOT NULL 
CmMJMie DATE NOT NUU 
UftfcbO«> r . DATE NUU 



GowfrTVyiQ; NUMBERflQ) NOT NULL 



QoMlpTVPKVARCHAR2(20)NULL 
DMCrt*oflC VAROHAR20S6) NUU 
ActMtn* VARCHAR2(1) NUU 
OnflorOMt: DATE NOT NULL 
DATE NULL 



GcoipPc NUMBEBQQ) NOT NULL 



Gocs^TVp^O: NUMBERflQ) NULL 
Goa^pDate: DATE NOT NULL 
GottlpTopIo: VARCHAR2{20) NOT NULL 
GtttipSumrmr/ftgt VARCHAR2C255) NOT NULL 
Oo«aipURUVARCHAR2(2S^ NOT NULL 
Effect*** DATE NOT NUU 
E**yOate DATE NOT NUU 
CMkfiDtfK DATE NOT NUU 
UjxktoDtfa: DATE NUU 



CMtifci»NUMBERC10)NOTNUU 



QuNl0ffiil*dlfcNUM8£flO0) NOT NUU 
Sho<HO.NUMB£Rt1Q)NUU 
ADDe NUMBERflQ) NUU 
TflMOIOuMfcrtD: NUMBERflO) NOT NUU 
OuMtorONQOfyO: NUMBER(t 0) NOT NUU 
UmlOMctftfO: NUMBERCIO NOTNUU 
—Ojufcrtnt CHAR(1)NOTNUU 

NUMBERW NOTNUU 



NUMBER(10)NOTNUU 
aim NUMBERCIO, 



_ 0^) NOT NUU 

HrtteducfcrfTTTOci* NUMBER(10v2) NUU 

VARCHAR2t2S5)NUU 

CHARO) NOTNUU 



LtwlOCfflCT*yttNUMBER(10) NOTNUU 



UtfTyp«VARCHAR2t20)NOTNUU 
DMCrfp^ VARCNAR^^ NOT JJJ*^ 



AdfnMt VARCHAR2(1) NOTN 
DATE NOT NUU 
DATE NUU 



Typ»OIOu-«on 



TVptOOartonO; NUMB£R(1Q) NOTNUU 



Outt*nT*pKVARCHAR20O) NOTNUU 
DttOtftoflC VARCHAR2(ZS5) NOTNUU 

NUMBERftNOTNUU 
:NUMB£R(QNUU 
NUMBER(6) NOT NUU 
VARCHAR2(1)NUU 
ActMln±VARCHAR2n)NOTNUU 
OfwSorOUK DATE NOT NUU * 
DATE NUU 



FIG. 13b 



) 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



15/23 



PCT/US01/23929 



kDOINOTNUU 
CVOCMCTNUU 






■■mm ttHanoctNCTMua 





















4WTMJU. 

aw 

WWCWMIN0IM1L 


B 





bMKTWMk KMCW NOT NUU 
















1 




— I- 



■I 



1— H-i- 




FIG. 14a 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



16/23 



PCT/US01/23929 




FIG. 14b 

SUBSTITUTE SHEET (RULE 2&T 



WO 02/10965 



17/23 



PCT/US01/23929 



PrtzeLevenP: NUMBER(IO) NOT NUU 



EvertPrtartP: NUMBERJ10) NOT NUU 



CwtiO: NUMBER(10) NOT NUU 
PrtoaLavatfDc NUMBERED} NOT NULL 
Product* NUMBER(IO) NOT NULL 



gpCodt 



Evant_ 



EventiD: NUMBEROC) NOT NULL 



EVentNamK VARCHAR2{256) NOT NUIL 
Effac&raOafcK DATE NOT NULL 
ExpiryData: DATE NOT NULL 



| . EvnrTcaynll 
J ' ■ RTVMefrUt 



gpOPtfgjg VARCHARggO) NOT NULL 



STATBO: NUMBER(3£) NUa 
TWnaZcr* VARCHAR2(10) NUa 
AreaCodK VAROHAR2(16) NULL 
DMA NUMBER NULL 
Crea&ftDftla: DATE NOT NULL 
UpdaWDatae DATE NULL 



EvorrcamlD: NUMBER(IO) NOT NUU 



EvartSpc«aoilD:NUMBER(iqNOTNUU 



EvanUD: NUMBER(10) NOT NUa 
AfrftriMriD: NUMBER(10) NOT NULL 



MefnbfF«vorti»S>ww« 



TT 
l-t 



PrfeaLevrf NUMBER NOT NULL 
PfteLeveMafl*: VARCHAR2<20) NOT NUU 
Acthretndt VARCHAR2<1) NULL 
CmaBonDatK DATE NUU 
UpdataOato DATE NULL 



RTVMwrUriD; NUMBER{1 0) NOT NULL 
EvanUD: NUMBER* 10) NOT NULL 



Mwrtaaj»hV>RafefTalPiDOTMniD; NUMBER(10) NOT NULL 



RaftirincRTVMefnbeitD: NUMBER(IQ) NOT NULL 
ReffttitfEmfc VARCHAR2(266) NOT NULL 
FleforaJDate: DATE NOT NULL 
RaftnalEiqpbyDale: DATE NOT NULL 
SgnedUp&xfc CHAR(1) NOT NULL 
CraatenData: DATE NOT NULL 
UpdalaDatac DATE NUU 



^JTTVMEMBER 



UaatfavwftaStwrtD: NUMBERQO) NOT NULL 



RTVMMit)tfUkNUMBER(10) NOT NULL 
ShowSc NUMBER(1D) NOT NULL 
FavorfteRaridng: NUM8ER(S) NOT NULL 
CurrwUPoWTotafc NUMBER(IO^) NOT NULL 
AcfetMt CHAR(1) NOT NULL 
CiaatanOafc DATE NOT NUU 
UpdaMMK DATE NULL 



I . 



RTVMEMBERPROFllE 



MafnberStahag); NUMBERdO) NOT NULL 



MantofStaiusCodKVARCHAR2(SO) NOT NULL 
Daacdpdon: VARCHAR2(2S5) NOT NULL 
SMuaStagac NUMBER NOT NULL 
Acftratnd: CHARO) NOT NULL 
CnafionDaAac DATE NOT NULL 



RTVMwnbarProfBelD: NUMBER(10) NOT NULL 



RTVMwrtwtO: NUMBER(10) NOT NULL 
ProBaVartanUD: NUMBER(IO) NOT NULL 
DaJ»ProvWo* DATE NULL 
SyriamMalrtairwdfnd: CHAR<1) NOT NULL 
Aetata* CHARJ1) NULL 
CraationDfite DATE NOT NULL 
UpdaMMK DATE NUU 



ProfiteWanlVafaa 



ProfiteVariarttD: NUMBER0O) NOT NULL 



ProBoVartantTVpeO: NUMBER^©) NOT NULL 
VaifcrfVakjac VARCHAR2(6Q) NOT NULL 
StaitfnQRanga: number NULL 
EMtapRangt: NUMBER NUU 



PitiBaVartanfrypaP: NUMBER(10) NOT NULL 



ProfltoVirfantTypr VARCHAR2<20) NOT NULL 
Daac^ptionc VARCKAR2(2SS} NOT NULL 
EMvaCWas DATE NOT NULL 
RTVOdan: NUMBER(1 02} NOT NULL 
StowOianginoDlrninafer^ 
AdVkdanOnfcOHMKI) NOT NULL 
MantMV)wtanttnttCHAR<t) NOT NULL 
Qaaafloti¥Martind;CHVty)NOTNUU 
DatauWaiohgnflFacloc NUMBER NOT NULL 
AcftttatCHARP) NOT NULL 
CfatfenOt* DATE NOT NULL 
UpdateDakK DATE NULL 



RTVManjgipj NUMBER(IO) NOT NULL 



Emefc VARC8AR2<2M) NOT NULL 
Paarwwd: VARCHAR320) NOT NULL 
LanguagaTypelD: NUMBER(1(M)> NULL 
— CO NULL 



MafflbafAcctajntTramacaonK* NUMB£R(10) NOT 



VARCHAR2(5C0 
DaAaOfBbttc DATE NOT NULL 
CunafrtAocourtBatanc* NUMBERO 0,2) NOT NULL 
Man*aiSaaalQua««ore VARCHAR2t255) NOT NUU 
BOToZtpC VARCHAR2(20) NOT NULL 
ManfcarSacsetAnawer. VARCHAR2(2fi6) NOT NUU 
RTVKtortWyTotaJDotan NUMBER(1CL2) NOT NULL 
AlowShaieWwroitonh* CHAR(1) NOT NUU 
AAowSendinfbrmafiofrind: CHAR(1) NOT NUU 
BUToFNama: VARCHAR2<32) NUU 
BVToLNama: VARCHAR2<32) NUU 
BUToStwett: VARCHAR20S) NUU 
BBToStmat2; VARCHAR2(32)NUU 
BVToStaMDc NUMBER&O) NUU 
BBToCay: VARCHAR2<50) NULL 
BCToPtKXwNurtar: VARCHAR2C20) NUU 
B«ToRatforc VARCHAR2(32) NUU 
SNpToFNaror VARCHAR20S) NUU 
ShlpToLNama: VARCHAR2(32) NUU 
SNpToStamtt: VARCHAR2t32) NUU 
SNpToSJroetfc VARCHAR2(3Q NUU 
SNpToCfcy: VARCHAR2(G0) NUU 
SNpToRaoJOfc VARCHAR2C38) NUU 
BWpToSfcdeH* NUMBERED) NULL 
SWpToZfc: VARCHAR2(20) NUU 
StyToPtonaNuntMr VARCHAR2(20) NUU 
CCTypa: VARCHAR202) NUU 
CCNwiw VARCHAR20S5 NUU 
CCExpMonft NUMBERfcO) NUU 
CCExpYaar. NUMBER(40) NUU 
MantefStafcarfD: NUMBEWItt NUU 
CreaSonData: DATE NOT NUU 
UpdaMWa: DATE NUU 
BVToPhonaExton: VARCHAR2O0) NUU 
BWpToPhcna&dwt VARCHARSflO) NUU 

Jjotxi 



RTVMaattrtD: NUMBER(10) NOT NUU 
OntortDc NUMBERdO) NUU 
MefffcafSwvaytD: NUMBERdO) NUU 
TianaacSonData: DATE NOT NUU 
AccourtUncftefnTVp* VAf?CHAR2(20) NOT NULL . 
TkanaacaotOaae^^VAROHARg<gsaNOTNL»J. 
RTVDdarAmount NUMBER(t0l2) NOT NUU 
CiadWaM: VARCHAR2€2)NOTNUU 
CrtaSortDaJa: DATE NOT NUU 
UpdateDaJa: DATE NUU 



teeounttJhatomTw 



AccourtaJnaaamTVpaeVARCHAR2(20) NOT NUU 



Dasci^tiorcVARCHAB2(2E6)NOTNUU 
CunwaRTVDUtolAmo«t NUMBERdO.2) NOT NUU 
Atitarind: VARCHAR2(f ) NOT NUU 
CraaSonOata: DATE NOT NUU 
UpdaMMK DATE NUU 



gwayBfc NUMBER(1CQ NOT NUU 



StawtD: NUMBER(IO) NOT NUU 
BroadcaaiafProorvTficheduMD; NUMBER{tO) NUU 
DaaenpOoft VARCHAR2(26Q NOT NUU 
8urvtyEBac*aOa* DATE NOT NUU 
8wvtyGa4ryDa«K DATE NOT NUU 
SwvaySWualOe NUMBER(1C0 NOT NUU 
QM^MUMjAk NUMBER(DL2) NUU 
CreatedBy. NUMBERED) NOT NUU 
CraatenDate DATE NOT NUU 
UpdaMEy. NUMBER(10) NUU 
UpdMaJK DATE NUU 



PIG. 15a 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



18/23 



PCT/US01/23929 



Broodc^fProgramScfwdutefg NUMBERflQ) NOT NULL 



Show©: NUMBERflO) NOT NULL 
BcoadctiteftO: NUMBER(10) NOT NULL 
AWfctoTlmK DATE NOT NULL 
AfaTinw NUMBER NULL 
Duration: NUM8ER(4) NULL 
PartNunt NUM8ER(5) NULL 
MunOIPtotr NUMBER® NULL 
CtocedC^Oonlnct CHAR{1) NOT NULL 
StewofcXt CKAR(1) NOT NULL 
Ropyattid: CHAR(I) NOT NULL 
IMTwfrDelXf VARCHAR2<5) NULL ' 
SubTW«fti±CHW1)NOT«ULL 
PromferteHnafc VARCHAR2<16) NULL 
*tokwQWroQ*W«krt CHAR(1) NOT NUU 
^bteJnQa«sRoonn*nO: CHAR(1) NOT NULL 
TVRrtnp; VARCHAR2(4) NULL 
SAPIndfcator CHAR(1) NOT NULL 
BfeCtoouftxfc CHAR(1) NOT NULL 
SexRaflnofrafc CHAR(1) NOT NULL 
Vtoleooo h ttl CHAR(1) NOT NULL 
LMOwgeRafinolrxt CHARfi) NOT NULL 
DWogFUfinctna: CHAR(1 ) NOT NULL 
FMqftttt CHARfl) NOT NULL 
j W n noadtadt CHAR(1) NOT NULL 
ThreoOhd: CHAR(1) NOT NULL 
LettftfSoxfcxt CHAR(1) NOT NULL 
HDTVmt CHAfl(1) NOT NULL 
OoftyM CHAR(1) NOT NULL 
OVSIn<tCHAR(1)NOTNULL 
CroaSonOete: DATE NOT NULL 
UpdateOUK DATE NULL 



- 4 



T 
I 



MwrtwSurvoyJD: NUMBERQO) NOT NULL 



HTVMoTtoettD: NUM8ER(10) NOT NULL 
OhtfSwwytD: NUMBER(10) NULL 
OUtTkneGurveyratenc DATE NOT NULL 
P**fnmoSwvnConpleteA DATE NULL 
Ma«lmun*nVPolritiAvaB*te: NUMBERS) NOT NULL 

r, ^ DATE NOT NULL 

: CHARfl) NOT NULL 
CHAR(1) NOT NULL 
Conrpfetodtod: CHAR(1) NOT NULL 
CrMOonOaAK DATE NOT NULL 
UpdatoOato: DATE NULL 
SurwaytD: NUM8ER(10) NULL 



_i 



QuggogD: NUMBERflQ) NOT NULL 



QttMflonSubJecaO: NUMBER(IO) NOT NULL 
ShowtD: NUM8ERflO) NULL 
ADID: NUM8ER(10) NULL 
IVpoOfQuwflonJD: NUMBERflQ) NOT NULL 
QuwttonCatagofytD: NUMBER(IO) NOT NULL 

^o*rtclBv©IChift$8onln* CHAR(t) NOT NULL 
R*ndocnfc»dWft*gh8 : acioc: NUM8ER{3) NOT NULL 
OuwtooStalutfD: NUMSERflO) NOT NULL 
2^tofrtcm>Jol^ NUMB€R<10,2) NOT NULL 
HWRoAicaonmVDolan NUMBER (10.2) NULL 

AlwfofMultMeRs^OTOe*: CHAR(1) NOT NUa 
RwOWTtoRwpooeefcKt CHAR(1) NULL 
CreatedSy: NUMBERflQ) NOT NULL 
CmafionOate: DATE NOT NULL 
UpOatedS/. NUMBERflQ) NULL 
Update©** DATE NULL 



QwwrtJortD: NUMBERflQ) NOT NUU 
QuerttonReaponacNoc NUM8ER(6) NOT NULL 



OocrectAnswwtndt CHARfl) NOT NULL 
NunrteiOfRTVDo*li»: NUMBER (10,2) NOT NULL 

UpdateDtte: DATE NULL 



Quo*8onRetponie«nIO: NUMBERflQ) NOT NULL fc 



TT 



OuetfiontO: NUMBER(IO) NOT NULL 
QuwtionResponaeNa NUMBER(6) NOT NULL 
BWO: NUMBER(10) NOT NULL 
KnQuanfity: NUMBER NOT NULL 
CreafionOatK DATE NOT NULL 
UpdateOatec DATE NULL 



BMP: NUMBER(10) NOT NULL 



BkiTVpeNamn VARCHAR2(20) NOT NULL 
Boacdptkm VARCHAR2<266) NOT NULL 



SortOrfer.VARCHAR2(3) 
ActfvoM VARCHAR2(1) NOT NULL 
CiwrfonDate DATE NOT NULL 
UpdafoOafe: DATE NULL 



MgfftejQuesBonRwpoMel^ 



MftfTbeiSwveylO: NUMBER(10) NOT NULL 
QuwttonlD: NUMBER (10) NOT NULL 
5»8«ltonR«poittoNaNUMBER(Q NOT NUU 
J5^59Bl? n *^® s ' >oni *' r, f : NfMBERC^ MOT MtHX. 
ff"*5yOo6ara: NUMBERfHLZ) NOT NULL 
NumHntaRequeatod: NUMBERfS) NOT NULL 
{JolBeMatcWndr CHAR(I)N0TNU1L 
CreaflonDate DATE NOT NUU 
UjpdateOate: DATE NULL 



FIG. 15b 



..o..> 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



19/23 



PCT/US01/23929 




FIG. 16a 



SUBSTITUTE SHEET (RULE 26) 



20/23 



PC1YUS01/23929 



loWOEDKICOATC 




nrvMRVMr-'" ™ 



HTTFjd*^ 

GATE 




FIG. 16b 



SUBSTITUTE SHEET (RULE 26) 



. WO 02/10965 



21/23 



PCT/US01/23929 



Swtt NUMBEmWJ HOT NUU 



AtfMtTNw: DATE NOT N 
AVTkME NUMBER NULL 

Ounme numbewi nuu 

FUMMC HUMBEftg) HUU 
HmOB** HUMBEftfB) NUU 

* " NOT MUX 



NUMBEWqHOTHUU 



NUMKAtlOl NOT NULL 
ATE NOT NULL 



CHW(1)NQT 
CHAM(1) MOT NUU. 
OURO) MOT MULL 




W«tt5)NWJL 
CHAW) NOT NUU 
dtCHAAtt) NOT NULL 
TV**? VAACHAR2t«)NUU 
--~ * r: CHAW) NOT NUU 

_ CHAntl) NOT NULL 

8«Mt** CHAW) NOT HUU 
VUmM CHAW )NOT NULL 
Uwml^^iit CHAJEnNOTHUU 
CW^fc^tOWIt) MOT NULL 
ftrt W g M t CHAW) NOT NULL 
~ id: CHAW) NOT NULL 
CHAW) NOT NUU 



C fe^'V ,«E NULL NUU " 



AdK«ywcnjPc HUMOCWC) NOT NUU fc 

AOCtNUMBCWONUU 

wc VAnCNA«(^NOT WJI1 g 



A<C»i»c»onnuNltt NUMMN(1CQ NQTJMj. 



EAkBmOMK DATE HOT NUU 
tfMMK DATE NOT NULL 
DMCttyfcnc VAftCHAft2QS6)NOTNUU 
- < PATE HOT NUU 
DATE NUU 



NUMBETKtB)NOTNUU 



Ad$*C*rA^HUUe^10}MOTNUU 

— ^ HOT NUU 

... .toteHUUKNHOTHUU 
MMMkMS#N*m: NUMBEN HOT NUU 



CHAW)NOTNUU 
NOT NULL 
Ut*MMK DATE HUU 



I 



i 

l r 

"A 


ProflftVwMVNua 


PNA^rMCt NUUBEW^ HOT NUU 


PnMMtMrwia NUMBEWm HOT NUU 
WWtfVaJuc VAHCHAietBOIHOT HUU 
8M*«Atf«K NUMBEN NUU 
EftfngAMOK NUMBER HUU 
QiMMiPM* DATE NOT NUU 
UpdNKMHt DATE NUU 


MFMMO: NUMBEJH1Q)MOT NUU 




ADO NUMSEWQHOT NUU 
PMBiVtoMSeHUMBEWQNUU 
SriMflwMlMAtfMNrNUHBEflHUU 
OirforfWK DATE HOT NUU 
UpcMrfMK DATE NULL 



AflBtNUMBEHpqHOTHJU 
" *X NUMBEN NOT M 
CHAW) NOT NUU 
DATE NOT N 



kNUMBEWQNOTNUU 




Aig^JuQiiUcrtO; HUMBEWP) WOT NUU 



AtfSMrfcrfOtNUMBEWOJNOTHUU 
QumMO:NUMBCW0)NOTNUU 

- * ■ ■* - — NUMBEN NOT NULL 



DATE NOT NUU 

UptfMtOtfK DATE HUU 



T 

i L 
i 



Tl I 

II 11 



Deff^iAdO: HUMBEWP HOT NUL 



ACCESS^OMAEUD: !U7t«(t0)HOTHUU 
W AOtQ NUMBEIVin NOT NUU 
CmMonDlAK DATE NOT NUU 
UpdMOMKOATENUU 



APE* NUMBEWM HOT HUU 



VANCHAR2(2QNUU 
«Mt1D:NUMBCN(t0)M0TMUU 
piat VAfiCHA#C*K» NOT NULL 
pf. VANCHAH2O000) NUU 
AHCHAH2p35)NUU 

W*NM0CNUeE*3)NOrNUU 

^ U^MMnadK HUHBENtn I 
lOnNiY<arNUMBEW0)NUU 



DATE NOT NUU 
UpdrtdBy NUMBEWOft NUU 
——DATE HUU 



DATE NOT N 
UpdMdBie NUMBEWd NULL 
UjriSOiMc DATE HUU 



ACCESS. ONOUEJTEM 



ftltjflU^W HUMBEWO NOT NULL 

T^Q^M^^MUM^O) NOT NUU 
OuHBcfCMMHMk MMEEWQHOTHUU 
U^OntoMDTNUMBEnilO) NOT NUU 
' ' CHAW) NOT NUU 

KHUMBENnHOTHUU 
WO NOT NUU 

^HOTHUU 




DATE I 



ACCESE.OflOUPJTEMJP: wtwftO) NOT NUU 



ACCE31J3ftOUPJRMM1C)HOTHUU 
ACCEMLTTEUJD:iW*>«n^NOTNUi. 

J NOT NUU 

NUMBEW0)HOTHUU 




-Mfr 
l 



ACCEESJQMABI 



<0CES8_USBL T 6HOUF 



AOCESSJgEN^ONOUBJD; WMfcwftca NOT HUU 



AOCEStJUSE?UftHUMBEHp0|MOrNUU 
ACCEA&jQNOUPJDC vmkmmn HOT NUU 
LOCLLBEnjOcNUMBEW^HOTHUU 
LOO_USEHJWTE:d*HOtHUU 
CMMknOMK DATE HOT HUU 
UpdM^MK DATE NUU 





3NOUN ^ 


ACCESn_GHOUfja funtafllO) HOT HUU 


ACCESS^CMAHJDe lartwOQ HOT HUU 
NAME VmfMtf^ HOT HUU 


LOO-USE 
LOQUUBE 


\jDtNUMBEWn NOT HUU 
\DATCiMtNOTNUU 

C DATE NUU 



ACCE8>J0MAtNJ0CIM*fcwtN|NOTl 



AWEHWENJOt HUMBENrtMHUL 
DOMAALTYPEJOVAWCHAH^N 

pAfenjtocEStjOMAffuctn- 

JTNUU 
HUU 

NOT HUU 

" "~ NUU 

LOGUM&ftJOe NUMKAttt) HOT HUU 




AttE^USEILCfMa. 



*OCE» "SEN 



A0CE8E-U6EIU0; MU M BEJM IB) HOT NUU 
DAT.Or JNEQC naffifcwfS) HOT HUU 
HOUfL/UOWEDc mtfwgM) HOT HUU 
IXXUBEHJO: NUMBCWO) NOT NUU 

CIMMWE DATE NOT MU 



AOCEEamSENJOt NUMBEWO) HOT HUU 



AOCESS^CEIAHJft INMBMttn NOT HUU 
UBEHJIAMfc WMH») HOT HUU 
UBEfLf AS8WOflD:nict«3t2SS} HOTHUU 
LAST_NAMC MNtatiCBQ NOT NUU. 
HRST JUMC Wtfa^(265) NOT NUU 
D C&ONM i CJ ttm U ^ ZOfifl HOT NULL. 
PHONE: vwchv3t2S5) HOT NUU 
EMAIL: Mftfw20SSV NOT NULL 
8Ur^U6ENjwAeOE»: eft^l) NOT NUU 
PLE.TML HE11 Wtl EU tfwfl) mt NUU 
tUJME>E3TRICTEIU»WTEft iMsta&NOTNUU 
ACOOUOT_EHAE4JXE0h«WHOTNUU 
ACCOUNT JEXf*WnOH_AUOWED: dttffl) HOT HUU 
ACCOUNTlB0>EUnOKPATe ** NOT HUU 
PASSNO«LCHAHQEJ*LOWeDt d«H1) HOT HUU 
PAS5WOW.CHAH001EXTJJOOC3H: thm{\) NOT HUU 




DATE NOT NUU 

UT^O^e DATE NUU 



FIG. 17a 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



22/23 



PCT/USO 1/23929 



I ESadMOalr DATE NOT NULL 

oSS«SSScMA^!)NOTI«a 
8 - ~*C»or. NUMBER NOT NUU 

{) NOT NUU 

rE NOT NULL 

UpditoDtfc DATE NUU 



OoW^toMfAdPeNUMBCTOqNOTNUa 



UptMtOtte: DATE NUU 



CwhcKTNUMBEn(tO)NOTNUa 



ACCESaLPOMAMJO: wwfeNtW) NULL 
DttMfcAdOC NUMWO) NUU 



FMNmVARCHAR2pZ)NULL 
LMMMMC VARCHAR2(9S) NULL 
Bndfc VAKMAR2m NULL 
PfemftMCodcVAiCHW^NUa 
FtaraMffter. VABCHAJe<20) NUU 
PfrnwCdmlorc VAJOWC<20) null 

F^AfMCttte VAfOWC(20» MU. 
fettantw: VAHCHWCW NULL 
C*AmO><*VAfCHAn£(20>NULL 
CrtPtNmNunten VAIOWegO) NULL 1 
Piqw A*«Do6k VAiCHAR2OC0 NULL 0 
p2«ttaT^VAnCHAR2(20)NULL 
CkMftonDltaC DATE NOT NUU 
UpdaWMc DATE NULL 





Dan***** V/«CtWC(5) NOT NUU 




BBMF r 

UpdMMK DATE NUU 


AOCESajTTBUJcfoeb^lOJNOTNUa 



PAROnj««SLnB^l«^t0»N0TNUU 

NAM£vwftaO{2S8) NOT NULL 
CE9CfVTlC«twdU2(29Q NOT NUU 
NOTE* long NOT NUU 
LOOJUSeUOt NUNBEfttQ) NOT NUU 
LOQLUBeU«Te:a*tNOTNUL 
OMiufW DATE NOT NUU 
UpdMtftOATENUU 



AOCESaLDOMAtUTBQOciwn^^NOTr^ 



10) NOT NUU 



AO^«J)C»*AKJOCBWB^O^^N^ 
40CESSJTGWUD: MirtmpO) NOT NUU 

£o^d05numbe^io)notnuu 

U^U^t0ATf:orf»N0TNUU 

CMMtt DATE NOT NUU 

UpfcMO*: DATE NUU 



FTPJ<grjPtW«t»f(W)NOTNUU 



NOT NUU 
NOT NUU 
HiQ<08TJOim lnwNf© NOT NUU 



OukriMK DATE NOT 
UpdtfrttfK DATE NUU 



fTF^OSTJOttwiiwflOJNOTNUU 


FTFJUSERJMMCWfGta 

SSSdTdatVnotI 

UpMrfttE DATE NUU 


32SQN0TNUU 

55'notnuu 



JESSAQgJJOQ 



ig8SAQCjujgjggg*gng not null 



AOCESaLPOMAtUDiry^O^NOT 



AOCESfiJTEMJO: «unb«<10J NOT NUU 
SEVWTYir«W*^NOTNUU 
SMOmj«SSAOCw»cN»2«256)HOTNUU 
ICSSA^bnoNOTMJU 
71WA**d*N0TNUU 
CMtaMK DATE NOT NUU 
UpdtftOtfc DATE NUU 



jONUki War 



ACCCSaLDOMMUftfUt^0>HOTNUU 
FTPJIOSTJD: nm*«r(10) NOT NUU 



ROOTJ WEC TORY. »tl»2C»)NOTNUU 

sss3S? jsSi{K 



FIG. 17b 



SUBSTITUTE SHEET (RULE 26) 



WO 02/10965 



23/23 



PCT/US01/23929 




SUBSTITUTE SHEET (RULE 26) 



INTERNATIONAL SEARCH REPORT 



International application No. 
PCT/USO 1/23929 



A. CLASSIFICATION OF SUBJECT MATTER 

IPC(7) :G06F 17/00 
USCL : 707/103 

According to International Patent Classification (IPC) or to both national classification and IPC 



B. FIELDS SEARCHED 



Minimum documentation searched (classification system followed by classification symbols) 
US. : 707/1-20S; 709/100-332 



Documentation searched other than minimum documentation to the extent that such documents are included in the fields 
searched 



Electronic data base consulted during the international search (name of data base and, where practicable, search terms used) 
WEST search terms: database, advertising, performance measure, broadcast, web 



DOCUMENTS CONSIDERED TO BE RELEVANT 



Category* 



Citation of document, with indication, where appropriate, of the relevant passages 



Relevant to claim No. 



A 
A 
A 



US 6,029,141 A (BEZOS ET AL.) 22 FEBRUARY 2000, Abstract 

US 6,036,601 A (HECKEL) 14 MARCH 2000, Abstract 

US 6,009,410 A (LEMOLE ET AL.) 28 DECEMBER 1999, 
Abstract 



1-25 
1-25 
1-25 



[^] Further documents are listed in the continuation of Box C | | See patent family annex. 



n 0 „ 



Special categories of cited document!; 

document defining the general state oF the art which U not 
considered to be of particular relevance 

earlier document published on or after the international filing date 

document which may throw doubts on priority clalm(c) or which is 
cited to establish the publication date of another citation or other 
special reason (as specified) 

document referring to an oral disclosure, use, exhibition or other 



document publiihed prior to the international filing date but bter 
than the priority date claimed 



later document published after the international filing date or priority 
date and not in conflict with the application but cited to understand 
the principle or theory underlying the invention 

docuinent of particular relevance; the claimed invention cannot be 
considered novel or cannot be considered to involve an inventive step 
when the document is taken alone 

document of particular relevance; the claimed invention cannot be 
considered to involve an inventive step when the document is 
combined with one or more other such documents, such combination 
being obvious to a person skilled in the art 

document member of the same patent family 



Date of the actual completion of the international search 



30 SEPTEMBER 2001 



Date of mailing of the international search report 



05 DFH2001 



Name and mailing address of the ISA/US 
Commissioner of Patents and Trademarks 
Box PCT 

Washington, D.C 20231 
Facsimile No. (703) S05-32S0 



Authorized officer 
DAVID JUNG 
Telephone No. (703) 308-5262 



Form PCT/ISA/210 (second sheet) (July 1908) * 



This Page is Inserted by IFW Indexing and Scanning 
Operations and is not part of the Official Record 

BEST AVAILABLE IMAGES 

Defective images within this document are accurate representations of the original 
documents submitted by the applicant. 

Defects in the images include but are not limited to the items checked: 

0 BLACK BORDERS 

□ IMAGE CUT OFF AT TOP, BOTTOM OR SIDES 

□ FADED TEXT OR DRAWING 

□ BLURRED OR ILLEGIBLE TEXT OR DRAWING 

□ SKEWED/SLANTED IMAGES 

IJZlCOLOR OR BLACK AND WHITE PHOTOGRAPHS 

□ GRAY SCALE DOCUMENTS 

□ LINES OR MARKS ON ORIGINAL DOCUMENT 

□ REFERENCED) OR EXHIBIT(S) SUBMITTED ARE POOR QUALITY 

□ OTHER: 

IMAGES ARE BEST AVAILABLE COPY. 
As rescanning these documents will not correct the image 
problems checked, please do not report these problems to 
the IFW Image Problem Mailbox. 



